Counterfeiting in general has become a worldwide phenomenon, and the production of fashion merchandise is at the forefront of this economic predicament. As severity of the issue rises, businesses and scholars suggest that consumer education and awareness could be the tool to lessening the impact of counterfeit manufacturing (Berman, 2008; Cheek & Easterling, 2008; Juggessur, 2011; Marcketti & Shelley, 2009; Phillips, 2005) .
This study presents the topic of counterfeiting, its negative consequences and the fight against this illegal business. The study uses consumer education as a method of creative vigilance toward the public in an effort to find out whether this alters future purchase intentions of counterfeit merchandise.
Method A mixed-methods research design was conducted in two phases, with a pilot study informing the final reearch. A 30-minute educational seminar on counterfeit merchandise consumption was constructed, and the following topics were presented:
• Definition of copyrights and trademark infringement • Popularity of counterfeiting among brands with noticeable insignia • Why counterfeiting is attractive to businesses and consumers • World trade statistics with regard to counterfeiting • Economic statistics with regard to counterfeiting • Governmental efforts to decrease counterfeit production • How counterfeit merchandise is assembled and shipped across borders • Counterfeiting's links to child labor, terrorism, organized crime, corrupt governments, drug trafficking, and human trafficking • Where counterfeit merchandise is produced • Company efforts to decrease counterfeit production and consumption • Where counterfeit merchandise is bought and sold.
The seminar was delivered in two different undergraduate courses, with a total of 252 students. A total of 174 (69.05%) usable pre-and post-survey pairs were collected for data analysis. The majority of the participants were female (69.54%) with a mean age of 20 years.
A pre-survey was developed to measure consumer knowledge, attitudes, and behavior about counterfeiting prior to exposure to the educational presentation, and a post-survey was developed to see whether consumer's attitudes, reported knowledge, and purchase intentions changed after the presentation. Open-ended questions, designed to produce qualitative data, were unique on each survey. Close-ended questions were matched on the pre-and post-survey so statistical analysis could be performed.
